INTRODUCTION
The insurance sector of the Kingdom of Saudi Arabia is an important service sector industry. In it, health and vehicle insurance lines are the compulsory ones, which is 84% of the whole insurance market (52.1% health insurance and 31.9% vehicle insurance) and the rest of 16% market share comprises property, engineering, marine and others. Tawuniya and Bupa Arabia hold 22.5% and 22.2% share of insurance market. In health insurance, Tawuniya and Bupa Arabia captured 28.1% and 42.6% of whole health insurance market. Malath and Alrajhi takaful are the major players in the Saudi vehicle insurance sector facilitating 16.7% and 13.9% of whole Saudi insurance sector, respectively. The Saudi insurance sector is working on equity and manages its resources 26% from equity and 74% from liabilities. In Saudi Arabia, all insurance companies must be publicly listed joint stock companies and are governed by the rules of Capital Market Financial performance of a business organization reveals the efficiency of business activities. Expected or satisfied financial performance is an indication of smooth business activity with profitability, leading to strong financial position of the concern at the same time. Financial performance of the business organization can be measured in terms of profitability and it would reveal profit earning capacity of the business organization. Profitability is relative measurement and calculated with the logical relationship between profit and sales, profit and equity or profit and total assets and so on. Profitability of a service industry like insurance depends upon turnover. Turnover refers to net contribution earned by the insurer company from its insurance policy holders against risk coverage of their lives and assets. An important element for increasing this turnover is an increase in the customer base. The more the subscription to a company, the more will be the turnover and, subsequently, the profitability.
In the present era of saturated competition, retention and attraction of customers lead to the maximization of profit and wealth of insurance organization. An important element leading to retention of existing customers and attraction of new customers is the satisfaction of the services availed. Customer satisfaction is the outcome of appraisal of goods or services after buying or using them by the customers. So, customer satisfaction plays a very important role in service industries. The role of service quality is inevitable in customer satisfaction and it plays a key role in the enhancement of customer satisfaction. Responsiveness and empathetic behavior of the employees, physical and information resources, committed and assured services of the organization lead to maximum customer satisfaction. The present era of business is full of dynamism and expectations of customer services are increasing multi-dimensionally. Quality, quantity and price orientation behavior of customer are changing the profit pattern and governing the policy formulation for operational efficiency and financial soundness. So, the consideration of service quality and customer satisfaction is vital to the profitability and financial soundness of the insurance industry. This study would measure customer satisfaction in the insurance sector.
This paper aims at studying the overall performance of the Saudi Arabian insurance sector. The profitability of major companies providing insurance services is studied. Usually, it is assumed that profitability of a corporation is the outcome of satisfied customer response. So, financial tools would give only a partial picture of firm's performance (Kaplan & Norton, 1992) . Rather a mix of financial and non-financial methods would be better (handy ad Ronald, 1994). Also, customer satisfaction is an important factor, which creates value (Marie et al., 2014) . Generally, service quality is taken as a proxy for customer satisfaction. And one of the most common measures of service quality is SERVQUAL (Parasuraman et al., 1985) . In light of this, the study has three objectives. The first objective is to study the profitability of insurance companies. The second is to assess the satisfaction level amongst insurance customers and the quality of service. And the third is to establish a relationship between service quality and profitability in the insurance sector of Saudi Arabia. This is in light of one of the ideas set forth by Vision 2030 which is to improve the delivery of services in Saudi Arabia. Akotey et al. (2013) found in their research that there was a positive relationship between gross written premiums and sales profitability, but negative relationship with the invested income. Further, the well-resourced actuary department was recommended to minimize losses of underwriting due to overtrading and price undercutting. Çekrezi (2015) revealed that there was a composite negative impact of leverage and risk of variability in sales on tangibility, but there was a positive impact on financial performance or return on total assets of insurance companies.
LITERATURE REVIEW
Satisfaction of customers is the main factor for profitability (Rust & Zahorik, 1993) . As per Anderson et al. (1994) , effects of quality on cus-tomer satisfaction ultimately lead to profitability. Satisfaction is the assessment of goods and services by the customer based on the extent of satisfying needs. Sureshchander et al. (2002) observed in their study that superior service quality and high level of customer satisfaction are basically considered by the service providers to enhance their business performance. Customer satisfaction positively affects turnover of an organization after attracting new customers and maintaining the existing ones. Sungip and Affiaine (2008) added that customer satisfaction is considered essential for customer retention and loyalty and leading to the achievement of economic objectives like profitability, return on investment and market share. If the customers are satisfied with the products and services of a particular organization, it will encourage them to repeat purchase and also create positive word of mouth. When a customer is satisfied, he tells it to others, which leads to increased sales. According to Karimi and Kashani (2012) , technical and human factors, such as simplification of claims handling, personnel friendly treatment and communicating and relationship retention with the customers, are the most influential factors in attracting customers. In customer satisfaction, quality plays an essential role and is counted as survival and profitability of the organization (Pourkiani et al., 2014) . Quality is the same as features and characteristics that must be present in goods or services to satisfy needs (Masoud Pourkiani et al., 2014) . Ultimately, customer satisfaction affects the profitability of the organization (Arokiasamy, 2014) . Jani (2016) conducted a study about consumers' perception regarding service quality of non-life insurance companies and advocated the technical advancement of insurance policies, improvements in tangibles, assurance of services and awareness program for prospective customers. Liu and Wang (2017) found that service quality affects customer loyalty positively and customer loyalty enhances performance of the insurance corporation.
There have been some studies on Saudi Arabia as well. Ansari (2012) concluded in his research paper that the main factor of purchasing insurance in Saudi Arabia is its legal obligation, while the discouraging factor is the Shariah provisions. Megeid (2013) has also advocated customer satisfaction to improve financial performance. Ishfaq et al. (2015) observed that among all dimensions of service quality, reliability is the main factor of service structure and recommended to closely verify factors influencing quality. Al Nemeri and Ansari (2016) found in their study that customers in Saudi Arabia are unaware of the advantages of protection and therefore feel a conflict between the Shariah law and the concept of insurance. They further added that price and behavior of employees do not influence the demand for insurance, while excess income, feeling for family security and government provisions governing demand for insurance do. Toukabri and Ibrahim (2016) found that the behavior of individual plays a vital role in buying insurance policies. The anxiety surrounding death attracts and forces individuals to seek insurance protection. Saad et al. (2016) found in his research that the awareness of benefits of insurance on the part of the customers of Saudi Arabia is necessary. Saaty (2012) advocated inviting people to awareness programs in order to make them aware of insurance benefits and added that the overall customer services should be improved for enhancing customer loyalty and customer retention. Alharbi (2017) found in his study that insurance policy premium, reward, and compensation are important factors for enhancing the level of customer satisfaction and argued that policy makers should use the information to improve the process and procedures before delivering the insurance services.
The literature on studying customer satisfaction and its impact on profitability and financial soundness regarding insurance industry in Saudi Arabia is missing. The present study endeavors to fill this void by studying the elements of service quality, customer satisfaction and its impact on profitability and financial soundness of the insurance industry. The study of the relationship between service quality and profitability would be certainly something new for the insurance sector of Saudi Arabia.
RESEARCH METHODOLOGY
Ratios are the best means to measure financial performance, i.e., profitability, operational performance or solvency of a corporation. Financial ratios of companies (from 2011 to 2016) are cal-culated to understand the average financial performance or profitability of the insurance companies. Fixed base index numbers of respective years are calculated from the ratios, taking 2011 as the base, to get the average growth trend of the companies. The average of financial ratios and their index numbers reveal the average performance and growth in average performance. Profitability performance analysis is based upon secondary information and ratios are calculated on the basis of financial statements available on www.argam.com.
This study adopts a two-pronged strategy. One is the financial analysis using ratios discussed earlier. The other one is studying customer satisfaction and service quality. For studying satisfaction and service quality a convenience sample of the students and staff of the College of Business Administration, Al Kharj is taken. For measuring service quality, a questionnaire based on the GAP analysis of Parasuman (1998) is used. This scale measures the gap between the expectations and perceptions of customers based on five items, namely "Tangibles, Reliability, Responsiveness, Assurance and Empathy". Each of these components has four statements related to them. Hence, the questionnaire consists of twenty questions on a Likert scale of five. Apart from these, the questionnaire has general bibliographic questions on nationality, age, income and employment status. Further, there is one question in answer to which the respondent has to state whether he is satisfied with his insurance provider or not. This particular element is tested for the possible significant difference across nationality, age, income and employment status. For testing this significant difference, Students' t-test and analysis of variance are used. The hypothesis testing is done at 5% percent level of significance and results are drawn based on the p-values.
Simultaneously, the gap scores are calculated for each of the five components of SERVQUAL using performance minus expectations. Further, based on gap scores, it is verified whether individual service providers have significant differences amongst them. This is done through the analysis of variance. Wherever a significant difference is found amongst service providers, the companies are ranked according to their preference. Finally, a correlation is sought between the ranking of companies with respect to SERVQUAL dimensions and the ranking of companies with respect to financial and accounting ratios. The correlation is calculated using Spearman rank correlation. The significance of this correlation is again measured using p-value given by the SPSS output sheet.
DATA INTERPRETATION AND ANALYSIS
Profitability is the reflection of expected and smooth running of business activities and it leads to strong financial position. In service industries, service quality and customer satisfaction govern the profitability of the concerns. Expected service quality and customer satisfaction improve profitability and financial performance.
Profitability of insurance corporations
Profitability is the relative measurement of profit earning ability of a company and it indicates the cost efficiency and operational activities' management effectively. Measurement methods of profitability of insurance companies are different from that of other financial service companies due to its unique nature of service. The following ratios are to be used in analyzing the profitability.
Loss ratio
Loss ratio is to be obtained by dividing incurred losses by earned premiums (Dorfman, 2005) and this ratio is the reflection of abilities of underwriting activities of the companies (Öner Kaya, 2015) . The lower loss ratio of insurance companies is to be considered favorable and it indicates better operational efficiency. Generally, loss ratio amounts to 65% to 75% in insurance companies (Rejda & McNamara, 2014 From the above, it is clear that the average loss ratio of insurance companies under consideration is either above or nearly equal to the maximum limit of the normally accepted loss ratio. The loss ratio of Bupa Arabia and Al Rajhi is according to the standard. Tawuniya, Malath, and Medgulf ratios are above the standard, which reveals the negativity of the underwriting activities of the corporation. The pattern is the same for average growth of loss ratio as well. There is a need to improve the underwriting activities to lower the loss ratio in all the insurance companies.
Sales profitability ratio
Sales profitability ratio is obtained by dividing net income before taxes by gross written premiums (Öner Kaya, 2015) . Sales profitability ratio measures the profit earning capacity of a concern comparing its net income with the gross revenue. The high sales profitability ratio is considered better for the insurance company. Note: Ratios and absolute amounts are from the financial statements of the corporations available on www.argaam.com and fixed based index no. of respective years calculated from the ratios considering 2011 as the base.
Return on assets (ROA)
Return on assets is to be obtained after dividing net income before taxes by total assets. This ratio reveals the corporation's ability to earn profit before considering tax (Öner Kaya, 2015 
Return on equity (ROE)
Return on equity establishes the relationship between net income before tax and equity capital of a company. It reveals the return on equity to the shareholders of the corporation. The larger return 
Satisfaction
A total of 350 questionnaires were filled. Out of these, some questionnaires were left out due to incomplete responses. Finally, 314 responses were analyzed. Of these respondents, 199 (63.37%) were satisfied and 115 (36.62%) were not satisfied with their service providers.
Next, hypotheses testing was done on the sample data to derive further results. Initially, a set of five hypotheses was tested for significant differences.
Null hypothesis:
There is no significant difference between nationality and satisfaction (not accepted).
There is no significant difference between age group and satisfaction (accepted).
There is no significant difference between employment and satisfaction (accepted).
There is no significant difference between income group and satisfaction (not accepted).
There is no significant difference between company and satisfaction (accepted).
For hypothesis 1, the p-value is 0.018. Hence, the alternate hypothesis is accepted. As is evident, there is a significant difference between nationality and satisfaction. The dissatisfaction of non-Saudi customers (1.39) is more than that of Saudi customers (1.21). This suggests that the non-Saudi customers expect more from the service providers than their Saudi counterparts. It may be because the non-Saudi customers have experienced better service back home. They are merely concerned with fulfilling the legal requirement. In simpler terms, they buy motor insurance just because they will be fined if they do not have it.
For hypothesis 3, the p-value is 0.004. Group 1 has the highest dissatisfaction. This was expected. Normally, all service providers have some level of segmentation. Customers subscribing to high end services would be normally the ones with higher and they are better serviced. But most surprising of all was the result of the fourth hypothesis. The results showed that there is no significant difference amongst different service providers in terms of satisfaction of their customers. In other words, in terms of satisfaction from the services, all the service providers are the same. In a sense, it means that customers were not satisfied with all the service providers.
GAP analysis
In order to further probe into the matter, the gap scores for all the five components of SERVQUAL have been calculated. The results are given below.
The above table shows that gaps exist in all the dimensions of service quality. This goes along with the earlier results, which show that there is no significant difference between companies in their satisfaction. In order to further probe into the specific aspects of service quality, the researchers now look at the gaps in the different aspects of service quality. Next, an attempt is made to identify provider's performance with reference to each individual item of service quality. The gap scores of each item and service providers are taken and a set of five hypotheses is tested to look for possible difference between the companies in terms of the dimension of SERVQUAL.
Hypothesis: There is no significant difference between company and gap scores of tangibles (accepted).
Hypothesis: There is no significant difference between company and gap scores of reliability (accepted).
Hypothesis: There is no significant difference between company and gap scores of responsiveness (not accepted).
Hypothesis: There is no significant difference between company and gap scores of assurance (accepted).
Hypothesis: There is no significant difference between company and gap scores of empathy (not accepted).
There is a significant difference between company and gap scores of empathy. The p-value is 0.009. The lowest gap in terms of empathy is for Al Rajhi, followed by Bupa Arabia, Tawuniya, Malath, Medgulf. Empathy refers to convenient working hours, having customer best interests at heart, individualized attention and sending updates through email and SMS on all important things such as when a customer's service is expiring.
There is a significant difference between company and gap scores of responsiveness. The p-value is 0.008. In terms of responsiveness, there is a significant difference between service providers. The lowest gap which in other word means, the best in terms of responsiveness is Tawuniya followed by Al Rajhi, Bupa Arabia, Malath and Medgulf.
Responsiveness includes ease of access to info, location, range of services and appearance of employees. From the above analysis and interpretation of service quality, customer satisfaction and profitability of insurance companies, some conclusions can be drawn as follows.
Finally, correlation using non-parametric Spearman rank method is sought between the ranking of companies as per two elements of SERVQUAL, namely responsiveness and empathy with absolute average amount of incurred losses, earned premium, gross written premium and net income before tax. All the correlations were not significant at 5% level of Tawuniya  1  3  1  1  1  2  1  1  3  2  2  2   Bupa  Arabia  3  2  2  2  2  1  3  5  1  1  1  1   Al Rajhi  2  1  5  5  5  4  5  2 5  5  3  3  3  3  2  3  5  5  3  3 significance. Even when a correlation is established between SERVQUAL elements and the profitability ratios, namely loss ratio, sales profitability ratio, ROA and ROE, except for one, all others were found to be not very significant. The only significant relationship was between the ranking of companies as per empathy and the ranking of firms as per loss ratio. This shows a weak and unpredictable relationship between SERVQUAL dimensions and profitability in the insurance sector.
CONCLUSION
The profitability of insurance companies reveals that Bupa Arabia, Tawuniya and Al Rajhi are earning well, while Malath and Medgulf are not faring well in terms of profitability. Bupa Arabia has the first position in profitability, but in SERVQUAL, it is in positions three and two, and similarly Tawuniya is in the second position in profitability, but in SERVQUAL, it is in the first and third positions. Malath and Medgulf are in the fifth and fourth positions in profitability, while occupying the fourth and fifth positions in SERVQUAL aspects. There is no direct relationship between responsiveness and empathy and the average absolute amounts of the insurance companies. Tawuniya is in the first and second positions in SERVQUAL, while it is in the first position in average absolute amounts. Bupa Arabia is in the second and third positions in SERVQUAL, but it is in the second, third and fifth positions in average absolute amounts. Medgulf insurance company's position is the lowest among all the insurance companies under consideration here, while it holds the middle position in absolute average amounts.
In this study, 63.37% of the customers were satisfied and 36.62% were not satisfied with the insurance companies whose services they have subscribed to. Further, it is found that the satisfaction levels of customers of all insurance companies are the same. But when the dimensions of SERVQUAL are studied, it is found that perceptions about the quality of service are lower than the expectations from the service providers. This result is quite surprising, since, generally, it is assumed that there would be no gaps in service quality if the customer is satisfied. This contrast in result could have been because of the sample under study. Hence, individual items of service quality are tested for significant differences amongst companies and it is found that only two of the five dimensions, namely responsiveness and empathy, are different for companies. So, it can be concluded that there is no definite relationship between service quality, customer satisfaction and profitability in the insurance sector of Saudi Arabia.
As the results indicate, since there is no significant difference between age groups and satisfaction level of customers, it can be utilized by companies to produce services, which differentiate between age groups. This policy recommendation can lead to future satisfaction among insurers. Also, it is seen that there is no significant difference between satisfaction and employment status. This can also be utilized by individual companies to differentiate itself, say, by giving certain discounts to the employees of certain companies and so on. Further, it is seen that there is no significant difference between companies and tangibles, reliability and assurance. So, companies, which wish to increase customer base, should emphasize the tangibles, reliability and assurance aspects.
In the overall internal and external analysis of the insurance sector of Saudi Arabia, it is evident that there is no impact of service quality and customer satisfaction on profitability of the insurance companies. A probable reason for this could be that insurance purchase is done merely to satisfy the statutory requirement in Saudi Arabia. Here, the profitability or sale of insurance policies of companies is not primarily affected by the quality of services provided. It means that, if a person works in the private sector or owns a car, he has to compulsorily go for insurance. There may be some difference in the services, but mostly fulfilling the statutory requirement is the main motive for subscribing to insurance. Another factor can be price of the service. Studying the effect of price is beyond the scope of this study. So, there is a room for further research to identify and study the factors other than service quality and customer satisfaction affecting the profitability or financial performance of the insurance sector of Saudi Arabia. 
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